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ABSTRACT
The purpose of this project is to investigate whether Instagram’s 
affordances affect the way the Instagram profile @falckpeople, 
belonging to the company Falck and managed by its Human 
Relations and Corporate Culture department, operates in order to 
achieve its strategic intent and how. 

The project explores notions of power in the Web 2.0, 
investigating the David Beer’s “Power in the algorithm”. The 
different notions of power are contextualised in internal 
communications, analysing the case of Falck and Instagram. By 
analysing Falck’s Instagram profile @falckpeople, this project aims 
to gain an understanding on how power operates in the Web 2.0 
in our chosen context.

As a conclusion, the factors that affect the way in which 
@falckpeople operates are the following: Instagram, Falck and the 
users of Instagram, each enacting some form of agency that 
influences one another.

Acest proiect a fost scris cu scopul de a 
investiga modul in care compania daneza 
Falck foloseste aplicatia Instagram pe 
post de unealta pentru comunicare 
interna. Fie pentru scopuri interne sau 
externe de comunicare, un număr tot mai 
mare de companii, par să vrea să 
beneficieze de cultura media adusa de 
platforme de social media - conectand 
clientii, angajații și orice alti utilizatori care 
au acces la aceste platforme.

Proiectul nostru isi propune sa investigheze modul in 
care retorica corporativa este tradusa in continut social media, folosind 
cazul Instagram si Falck pentru cercetare.Interesul nostru se află în modul în 
care compania Falck desfasoara o comunicare grupului țintă vizat, in special 
angajatilor sai, prin utilizarea de social media. Proiectul nostru își propune să 
se uite la procesul inițial în ceea ce privește apariția @falckpeople pe 
Instagram. Scopul nostru este de a investiga modul în care narațiunea Falck 
și scopul al @falckpeople sunt modelate de caracteristicile Instagram .

Am folosit diferite teorii pentru a incadra acest proiect. In prima parte vorbim 
despre reconceptualizarea puterii in Web 2.0 vazuta de David Beer. Acest 
concept este vazut ca si o crestere significanta a culturii media participativa. 
Urmand sa explicam in capitolul de teorii, impactul social media in 
comunicare interna in cadrul unei companii asa cum e vazuta de Jimmy 
Huang.

In materie de metode aplicate pentru analiza, am folosit cele propuse de 
David Beer in articolul lui despre Putere prin Algoritm si propune trei nivele de 
analiza, acesta fiind modul in care am structurat analiza. Pentru analiza 
proprie zisa, am folosit un memo si un document de viziune si misiune al 
companiei, emis de departamentul de resurse umane Falck. In acelasi timp 
am utilizat si profilul de Instagram @falckpeople. Analiza este facuta din 
punctul de vedere a utilizatorului Instagram. 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Web 2.0 is the term used to characterise 
the shift towards a more user-
gene ra ted con ten t o r a more 
p a r t i c i p a t o r y c u l t u re i n m e d i a 
production. The suffix “2.0” refers to the 
terminology used in the updated versions 
of software packages. Hence, Web 2.0 is 
considered to be an update to Web 1.0, 
which, contrary to the former, is argued to 
be characterised by the exclusive nature of media 
production.

 

In the context of an increasingly participatory media culture, the boundaries 
that used to clearly be defined when media production was exclusive to 
certain professions are being blurred, creating a convergence of the cultures 
of media production and consumption. Users have more control of the 
information that they want to know more about or the content that they are 
interested in and, at the same time, are increasingly engaged in the 
production of information and content. As a result of this blurring of 
boundaries, discourse practices change and are redefined to be able to 
tackle the reconciliation between an increasingly individualised media 
production and institutionalised notions of cultural production.

Discourse in internal communications is an example of what the convergence 
of the Web 2.0 affected. More and more organisations begin to venture into 
extending their existing media channels to social media platforms. Be it for 
internal or external communication purposes, an increasing number of 
companies, amongst various entities, seem to want to benefit from the media 
culture brought about by social media platforms — connecting customers, 
employees, stakeholders and any user that has access to content all 
together. For instance, the Mærsk Group, a global company founded in 
Denmark involved in shipping, trade and energy, is present in the social 
 1
INTRODUCTION
1
media platforms Facebook, Instagram, Twitter, LinkedIn, YouTube and Google
+. Shell, an oil company based in the United States, is present in Facebook, 
Twitter, Youtube, Flickr, Instagram, LinkedIn, SlideShare and Weibo. 

1.1 Problem area 
Discourse practices in the digitised world, particularly in social media 
platforms, could be said to differ from practices that focus solely on written 
and spoken language. For instance, practices in social media platforms of 
the Web 2.0 are highly affected by a platform’s ever-evolving affordances, 
contrary to the established communication platforms that companies have 
such as the intranet. Affordance is a term used to refer to the interaction 
allowed by the specific features of a given platform. It adapts to users and 
users adapt to affordances. The usage and users of Twitter are very different 
from the usage and the users of Facebook, because each social media 
platform have affordances that allow for different forms of interactions. When 
companies make use of social media, they have to adapt to these 
affordances—thus changing some of the dynamics of their existing 
communication channels. How, then, can organisations place themselves in 
this complexity? How do corporate narratives translate to the type of content 
delimited in certain social media platforms? Are these narratives delimited by 
the different features of social media platforms? Our project aims to 
investigate how corporate narratives are translated to social media content, 
in the case of Falck and Instagram. Consequently, we also aim to investigate 
the ways in which Instagram, a platform that embodies the participatory 
culture of the Web 2.0, affects Falck’s corporate narratives.

Falck is a global rescue company founded in Denmark in 1906. To date, its 
presence extends to 45 countries in six continents with about 34,000 
employees. With the majority of its growth happening briskly over the past 
decade, some components of the company’s organisational infrastructure 
have not been able to keep up with its recent developments — including its 
internal communications. As an attempt to unite its fragmented entities, 
Instagram and Twitter accounts under the username @falckpeople were 
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created by a new department called Group Human Relations and Corporate 
Culture (GHRCC). According to the memo submitted to the company’s CEO 
Allan Søgaard Larsen, the two ‘image-based’ social media platforms have 
been chosen by Falck GHRCC in order to create a global culture through the 
‘accessible and effortless’ manner of sharing work-related pictures and 
experiences. The aforementioned memo, which was created as a proposal to 
create @falckpeople is summarised below:

Falck Memo - Summary 
To: Allan Søgaard Larsen

From: Group Human Relations and Corporate Culture

Re: Approval to use Social Media for employee purposes

The objective of the paper is to seek and acquire permission from 
Falck’s Executive Management to make a start on the use of social 
media platforms as a means of internal communication throughout 
the company. The paper also communicates the different ways 
through which the company plans to achieve success. The memo 
informs about the two choices of social media, namely Instagram and 
Twitter. These two ‘image-based’ social media platforms have been 
chosen in order to create a global culture through the ‘accessible and 
effortless’ manner of sharing work related pictures and experiences. 
Even though some Falck entities are already using other social media 
platforms, this is done externally. In the case of Twitter and Instagram, 
the aimed target group are Falck employees from around the world 
and the posts will be made in English.

The memo also describes the use of the two social media platforms 
as following: Falck will have two Twitter accounts called Falck Group 
and Falck Culture. The first one will have an increased business 
content, while the latter will be less formal, leaving space for picture 
sharing and storytelling. The Instagram account, as the Falck Culture 
Twitter account is more informal, with less text and easy accessibility 
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from a mobile phone. A certain number of posts will be published 
each week, only by representatives from Human Relations and 
Corporate Culture, with the approval of the VP of HRCC and by the 
Head of Communications. The planned launch date is 15th of 
December 2014, hoping that the accounts will earn followers, 
provided that a large number of employees already find themselves 
on the aforementioned social media platforms. The success criteria 
outlined in the memo is measured by the number of followers gained 
on profiles, being confident that the subject of Falck and the relevant 
posts that will come along are appealing and most likely it will have a 
positive outcome. In the same time some of the risks that come with 
public communication are taken into consideration, cases in which 
the company could be portrayed in a distorted or inaccurate manner.

Lastly, the memo highlights that the two social media platforms are an 
inexpensive solution for story telling and sharing of related social 
media post, thus it will contribute to shape the culture, spirit and 
values of Falck.

1.2 Problem Formulation and Research Questions 
Our area of interest lies within the way in which the company Falck 
communicates to its intended target group (i.e. its employees) through the 
use of social media (i.e. @falckpeople on Instagram). Our project aims to look 
at the initial process in relation to @falckpeople’s emergence on Instagram. 
We aim to investigate the way in which Falck’s narrative and the purpose of 
@falckpeople are shaped by the features of Instagram, exploring notions of 
power in media prior to the Web 2.0 and answering the following problem 
formulation:

How does the social media platform Instagram affect the way 
@falckpeople operates to achieve its strategic intent? 
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The following research questions will serve as a guideline to our research:

1. How is power conceptualised in the Web 2.0 and how does this affect 
social media for internal communications?

2. What are the different affordances of the social media platform Instagram 
that shape the rhetoric of internal communications?
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2.1 Reconceptualising power in the 
Web 2.0. 
The concept of media hegemony, as 
expressed by Antonio Gramsci in 1971, 
refers to:

[…] the dominance of a certain way of life 
and thought, and to the way in which that 
dominant concept of reality is diffused throughout 
public as well as private dimensions of social life 
(Altheide, 1984: 477) 
Power is thus said to be held by the ruling classes (i.e. the hegemon) who are 
in control of the economic structures and institutions of society. Since the 
concept is rooted the Marxist view that considers economic foundations to 
be the most important influencers of culture, values and ideology, the ruling 
classes are also then said to control the political and ideological institutions 
of society. According to Stuart Hall, when it comes to media, those that 
create and diffuse media products (e.g. journalists) are said to perpetuate the 
same biased ideology (Altheide, 1984: 478). However, in the context of the 
Web 2.0, power is said to no longer belong to the ruling class — at least not 
in the same manner it is understood in the Marxist view of hegemonic power. 
Some, like Scott Lash, would even go as far as saying that we now live in a 
post-hegemonic age “where the hegemon has moved out into the everyday 
and power operates from the inside rather than from above” (Beer, 2009: 
991).

It is important to note that the Web 2.0, amongst others, is said to be 
characterised by an ‘increasingly participatory media culture’ (Beer, 2009; 
Deuze, 2007; Huang et al., 2012) both in consumption and production, 
blurring the lines between the two. The former is said to be more 
individualised in the sense that users have more control over the information 
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that they want to receive, keep, discard or forward. The latter is said to be 
more user-generated and collaborative, with more possibilities for users to 
actively engage and produce content. Furthermore, there is said to be a 
convergence between the two, as the Web 2.0 has paved the way for an 
environment where ‘consuming media increasingly includes some kind of 
producing media, and where our media behaviour always seems to involve 
some level of participation, co-creation and collaboration’ (Deuze, 2007: 247). 

With this convergence in media production and consumption then comes a 
convergence in industries, primarily characterised by an increased level of 
transparency in the media system, as production has become increasingly 
open to external intervention. This convergence culture can then be 
considered as a mechanism for industries to further their agenda and 
continue on their quest for economic profit, while at the same time being 
forced to embrace the consequences of the blurring lines between media 
production and consumption — therefore enabling people to enact some 
form of agency when it comes to the messages and commodities 
perpetuated in the industry. However, even if users are said to be increasingly 
empowered, the primacy of economic profit still ultimately determines this 
empowerment. That being said, it could be argued that the concept of 
hegemony still operates in the same way. New media theorist Scott Lash is of 
a different opinion.

As previously mentioned, Lash argues that the hegemon has moved into the 
everyday. He suggests that, ’we can no longer think of our lives as mediated 
by information and software, but that [our lives] are increasingly constituted 
by or comprised of them’ (Beer, 2009: 987). Contrary to what could ultimately 
be inferred from the implications of convergence culture, Lash places power 
in information and software that, he argues, constitute our lives. Software 
algorithms, for instance, make certain decisions for organisations, as in 
automated call centre queues (Beer, 2009: 989). It is important to clarify, 
however, that Lash’s work merely suggests a shift in understandings of 
power. The concept of media hegemony thus need not be disregarded 
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altogether, but merely rethought to adapt to new dynamics of power that, “…
defy description through a notion of hegemony” (Beer, 2009: 991). In other 
words, his notion of what a post-hegemonic age entails does not completely 
disregard the influence of a dominant ideology, but instead calls for a better 
understanding of how ideology operates (Beer, 2009: 991).

2.2 The impact of social media on internal communications. 
The three building blocks of internal communications. 
In order to understand how shifts in power and convergence in industries 
could affect the internal communications of organisations, we must first have 
an understanding of how they operate prior to the influence of the Web 2.0. 
Internal communication (IC), as articulated in the IABC Handbook of 
Organisational Communication, is considered to be an important element of 
company management. Internal communication has the goal of motivating 
employees, further creating value for the company. The main task of the 
internal communication department of an organisation is to manage and 
produce internal media that can be delivered to the employee, and to ensure 
a coherence between the goals of each individual employee and the goals of 
the company. This can be seen as the strategic intent, explaining why the 
rhetor initiates the rhetoric. The rhetor can be seen as the department of 
internal communication of certain companies (Huang et al. 2012:113). 
According to Gillis, internal communication is said to have three building 
blocks: hierarchical communication, mass media communication and social 
networks (195).

Hierarchical communication is one of the most simple internal 
communication programs. It occurs through the hierarchical structure of the 
company, which means that the transfer of information flows from top to 
bottom, typically from the top management (i.e CEO), to the managers, 
supervisors and so on, until the information reaches every employee (Gillis, 
2012:196).
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Mass media, as the second building block of internal communication, is the 
communication media solution created by the internal communication 
department to ensure the consistency of the message and information for all 
the employee. A mass media program can be produced in different formats 
— from bulletins, monthly newsletters, emails, webcasts, etc. Through the 
advancement of technology, employees can increasingly gain access to the 
communication product anytime, anywhere through digital devices. Mass 
media communication slowly moved the employee as a passive recipient of 
the information to become a more active recipient (the recipient can decide 
whether they want to read or access the information or not). 

With the mass media communication and the easy access to technology, 
hierarchical communication cease to exist, employees can communicate to 
the company leaders and demand that company provide more information. It 
is important to clarify here that it is the ‘process’ involved in hierarchical 
communication that ceases to exist. This means that mass media 
communication solutions still communicate the messages decided from top 
to bottom, the difference is that the top management does not have to 
‘physically’ be involved in their delivery to the employees. However, the 
downside of the mass media communication is that despite the easy access 
to the technology, there is a big possibility employees ignore the different 
media produced, thus ignoring the message conveyed. 

The third building block of internal communication is social networks. Social 
networks refer to informal communication networks used by organisations to 
further spread their message, which means that the company moves the 
information through a series of network of employees. These employees 
spread the information through word of mouth. Quite often these informal 
networks of employees are labeled as a “rumour mills” and seen as maverick 
‘communication factories that produce inaccurate information’ (Gillis, 2012: 
202). Nevertheless, a strategic internal communication department can utilise 
the power of these informal communication networks as a part of internal 
communication, since it does not cost anything to build these networks. 
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Internal communications in the advent of social media. 
Recent technological advances are said to have moved internal 
communications from conventional channels, to web-based platforms that 
‘build on the ideological and technological foundations of the Web 2.0’. 
Different forms of social media begin to be introduced to allow employees 
from across functions, regions and hierarchical levels to engage in 
conversation  (Huang et al., 2012: 113). This shift in internal communications 
channels is said to have the following consequences, as summarised in 
“Reconceptualising rhetorical practices in organisations: The impact of social 
media on internal communications”:

When incorporating social media into an organisation’s communication, some 
adjustment in its usage is often required to fulfill the organisation’s 
communication needs and to comply with its governance principles

Social media stimulate engagement, participation and exchange of 
information in a manner that can challenge established central control of 
internal communication channels. (Huang et al., 2012: 113)

These consequences are summed up by Balmer using the contrasting shifts 
of univocality and multi-vocality, the latter said to be a significant addition to 
internal communications channels. Univocality is refers to the control of the 
single source of voice legitimised by an organisation to present the 
organisation and avoid ambiguity in the communicated messages and their 
intended meanings. On the contrary, multi-vocality suggests the development 
of a communication culture within which and alternative and multiple views 
can be freely voiced and contested (Huang et al., 2012: 113). 

Contrary to mass media solutions provided by the internal communications 
department that are legitimised by the top management, social media opens 
up the production of internal communications messages to all employees, 
even without legitimisation. In other words, social media allows employees of 
organisations to not only produce messages, but to also consume the 
messages produced by employees. Therefore the communication is no 
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longer a one-way communication process that occur through hierarchical 
communication, but a more active, multi way communication process where 
exchange of messages and informations continuously occur.
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3.1 Methodology 
This research deals with power in 
social media in the context of the Web 
2.0, and the way in which it affects 
practices in organisational rhetorical 
practices. It is important to note, however, 
that this research does not aim to tackle 
and expose notions of inequality in the 
chosen context, albeit having briefly touched 
upon the concept of media hegemony. Ideological 
control and discipline, under the umbrella of the Web 
2.0 are arguably much more ‘subtle and complex’, consequently affecting the 
‘loci’ of power (Jones et al., 2015: 1). That is, forms of power are said to be 
‘reactive, concealed, and which are shaped on the ground at the multifarious 
points of communication’ (Beer, 2009: 996). In other words, analysing power 
in the context of the Web 2.0 entails much more than analysing dominant and 
resistant ideologies, analysing analogue texts, and so on (Beer, 2009; Jones 
et al., 2015) because power operates in a much more complex way.

In an attempt to explore how power is enacted amid this complexity, this 
research focuses on rhetorical practices in internal organisational 
communication, wherein the locus of power is arguably more 
“straightforward”, since communication still has the purpose of serving a 
specific organisation regardless of the influence of the Web 2.0. Moreover, 
this research focuses on how the affordances of a specific social media 
platform affect those rhetorical practices. In order to do so, Scott Lash’s 
notion of post-hegemony that places emphasis on the influence of software 
in the way power operates will be investigated through the case of the social 
media platform Instagram, and Falck’s Instagram account @falckpeople. 
More concretely put, this research investigates the affordances of Instagram 
that influence the way in which Falck (i.e. the rhetor), utilises its Instagram 
account @falckpeople (i.e. the specific media deployed) to bring its 
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employees together (i.e. strategic intent) through the publication of different 
photographs (i.e. message).

Our analytical framework of analysis applies the one proposed in David 
Beer’s article “Power through the algorithm? Participatory web cultures and 
the technological unconscious”, a framework aimed to be used as a guideline 
to shape research concerning the different performative structures in the 
context of the Web 2.0. Beer’s framework suggests three levels of analysis. 
The first one ‘concerns the organisations that establish and cultivate Web 2.0 
applications’. As Beer further elaborates:

“[The first level of analysis] would require an understanding of the 
economics of the sites, how they create money and for whom, who is 
building the sites, what involvement they have after the initial stages 
and development, how they (or third-parties) harvest or data-mine the 
information that is created as users participate in creating content 
(often about themselves), and so on.” (Beer, 2009: 998) 
In the case of our research, the first level will allow us to investigate the way 
in which economic structures and institutions affect how the affordances of 
our chosen platform are shaped and how those who are responsible for the 
platform’s creation and development are or are not continuously involved its 
processes during its evolvement. 

The second level of analysis deals with ‘the functionality and the 
operationality of the software.’ That is:

“[The second level of analysis] would attempt to understand how 
these systems work, how algorithms are deployed, which data is fed 
into the algorithm, which relational databases are drawn upon, how 
metadata tagging feeds into searches and into what people find, and 
how the information held in profiles determines what the individual 
encounters.” (Beer, 2009: 998) 
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In the case of our research, the second level analysis entails looking into the 
aforementioned affordances of the platform that influence the way in which 
the rhetor conveys its strategic intent through different posts through social 
media. 

The third level of analysis tackles how ‘the concerns of the previous two 
[levels] play out in the lives of those that use (or do not use) participatory web 
applications’. This level of analysis would consider:

“[...] how and why individuals divulge information about themselves, 
how they play with and within the boundaries of the software, how 
they react to and resist the impulsions written into the codes, how 
they reflexively design profiles, how they hold back or give information, 
what they know about how they are being sorted, how and with what 
consequences they employ a classificatory imagination as they tag 
and classify content, and what they come across on the Web 2.0 and 
how they come across it.” (Beer, 2009: 998) 
In the case of our research, the third level entails looking into the different 
ways in which the rhetor makes use of and expound on the affordances of 
the platform in order to convey its strategic intent.

3.2 Method 
As argued by Bruce Berg, ‘various types of unobtrusive data are often not 
amenable to analysis until the information they convey has been condensed 
and made systematically comparable’ (Berg, 2001: 239). Thus, in order to 
explore the different levels of analysis under Beer’s framework, we have 
chosen content analysis as a method to work with our case: Falck’s 
Instagram account @falckpeople. 

Content analysis is defined as “any technique for making inferences by 
systematically and objectively identifying special characteristics of 
messages” (Holsti, 1968 cited in Berg, 2001: 240). It provides a means 
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through which data can be organised and coded in order for it to be analysed 
objectively.  Content analysis involves specifying the content characteristics 
to be examined and applying rules for ‘identifying and recording these 
characteristics’, as well as the interaction between these two processes 
(Berg, 2001: 248). Using content analysis as a method allows researchers to 
"view data as representations not of physical events but of texts, images, and 
expressions that are created to be seen, read, interpreted, and acted on for 
their meanings” (Krippendorff, 2004).

In the case of this research, the relationship between the affordances of a 
social media platform (i.e. Instagram) and the way in which a user (i.e. 
@falckpeople) makes use of these affordances will be investigated. The way 
in which we will organise the data at hand is done through deductive 
reasoning, which means that the data to be analysed will be organised based 
on the theoretical foundations on power and, consequently, on the 
hypothesis that: Instagram affects the ways in which @falckpeople operates 
to achieve its strategic intent through its affordances. Applied under the 
umbrella of Beer’s framework, Instagram will be juxtaposed with 
@falckpeople (i.e. the two main “actors”) on each level of analysis as the two 
main units of analysis.. Furthermore, the aforementioned premise will 
specifically shape the way the second level is organised, since it is in this 
level that affordances are dealt with.

On the second level, a “page” or a “screen” will be considered as one unit to 
be analysed, containing different elements in the form of affordances. For an 
element to be considered as such, it needs to have the following 
characteristics: 1) it needs to be an affordance of Instagram and, more 
specifically, it needs to be an affordance that is recognised by Instagram as 
such 2) it needs to be an affordance that is visibly used by @falckpeople. 

 15
The First Level 
The first level of analysis in Beer’s 
framework suggests looking into the 
economics of the platform and how this 
affects the involvement of the creators or 
the developers in how the site operates. 
Since Beer’s framework connects the 
economics of the platform, its functionality 
and the way in which these two affect the users, it 
could be argued that the underlying premise is that 
the former has a big influence on the latter. 

The first level of analysis by Beer ‘concerns the organizations that establish 
and cultivate Web 2.0 applications’. However, since the research also aims to 
investigate how the user @falckpeople also operates enacting agency it has, 
this part of the analysis will also look into the ‘economics’ of Falck and 
@falckpeople as a unit of analysis in addition to Instagram.

Instagram 
Instagram was founded by Kevin Systrom and Mike Krieger in 2010. In 
September 2012, the company was acquired by the company Facebook. 
Although it is not explicitly stated on its official website for whom it generates 
income and how, it does state, in passing how certain operations are affected 
by the fact that the ‘some of the service is supported by some advertising 
revenue’. This is evidenced by what is stated on the Legal Terms page of the 
website that users have to acknowledge before signing up for an account:

2. Some of the Service is supported by advertising revenue and may 
display advertisements and promotions, and you hereby agree that 
Instagram may place such advertising and promotions on the Service 
or on, about, or in conjunction with your Content. The manner, mode 
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and extent of such advertising and promotions are subject to change 
without specific notice to you (instagram.com).

One way in which advertising revenue affects the platform is also evidenced 
by the following:

3. You acknowledge that we may not always identify paid services, 
sponsored content, or commercial communications as such 
(instagram.com).

Furthermore, Instagram states that the platform collects data through the 
user’s profile, content, communication between the users and Instagram, 
user's contact list, analytics tools, cookies, log file, and metadata 
(instagram.com).

By having all the information generated from the users, Instagram can use 
the information and serve it to the advertiser, third party, and parent 
company. The creators and the developers of the social media platform are 
continuously involved as the platform evolves, as new users are gained, as 
the amount of information available to them grows, and are continuously 
using the information that they have access to in order to generate economic 
value and continuously develop the platform.

Falck 
In the case of Falck, as stated in the memo proposing the creation of 
@falckpeople, it is clearly stated that the main purpose of creating an 
Instagram profile is to not generate income, but to create the profile for 
internal communication purposes. Its purpose is to ‘connect employees from 
all over the world’, and to provide for a place where the company can provide 
the employee information and news and vice-versa. As stated in the memo, 
the success criteria of @falckpeople is to generate a certain number of 
followers. Even if the value that Falck, as a company, aims to generate is not 
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necessarily economic, its motive provides an insight on how it operates 
under the delimitations of Instagram. 

How @falckpeople makes use of the information made available to it by its 
users could be understood as a means for the account to generate followers 
(i.e. the value that it intends to gain) or as a means to generate exposure in 
order to gain followers. It is important to note, however, that Falck, as a 
company, will only be able to gain value from its Instagram account 
@falckpeople if it is aware of certain affordances that help them do so. 
Feedback could be seen as a form of information from the users that 
@falckpeople makes use of. In Instagram, the ways of showing feedback are 
through comments, likes or even an increase in the number of followers, 
which are affordances available in the platform. Feedback is considered 
valuable in the case of @falckpeople because they can sense how effective 
their communication has been. 

At the same time it could be argued that feedback is difficult to manage and 
can, at times, generate unintended consequences and potentially undermine 
the strategic intent of the communication. Audience’s feedback could be 
perceived as a challenge because of its potentially conflicting, complex and 
unpredictable nature. In other words, as valuable as feedback is for 
@falckpeople, it is equally as risky for them to succumb their strategic intent 
to a platform that is open to unpredictable feedback.

However - although not specifically stated in the memo - it could be argued 
that the choice of Instagram as a platform for the creation of @falckpeople is 
to aid in that issue. That is, the number of ways in which the users of 
Instagram could give feedback could be argued to be “manageable” enough, 
as opposed to other social media platforms, such as Facebook, that provide 
for more feedback outlets. 

Considering @falckpeople’s target group which are employees from  different 
countries, that are of different backgrounds and of different economic 
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circumstances. The choice of Instagram could also be seen as a strategy for 
@falckpeople to connect its employees; while at the same time reducing the 
amount of conflict that might occur between its varied employees, through 
choosing a platform that has relatively limited amount of outlets for feedback.

On the next level of the analysis, we will explore the different affordances of 
Instagram that influence the way in which @falckpeople operates.  

The Second and Third Level 
The second level of Beer’s proposed framework entails investigating the 
functionality and operationality of the software, and the third level proposes 
investigating the ways in which the user operates with how the software 
works in mind as well and its own goal — which in the case of @falckpeople, 
is not economic. It is important to note that we can only analyze the 
functionality of Instagram from the point of view of a user viewing 
@falckpeople. Specificities of Instagram’s software algorithm will therefore 
not be analyzed, but only its interface, i.e. features available to the users, as 
specified in the method’s chapter, one of the characteristics of an element is 
that it should be an affordance that is recognized and promoted by Instagram 
as such. This, then, limits Instagram’s affordances to be analyzed to the ones 
presented and promoted on the platform’s official website (http://
www.instagram.com). The affordances are the following:

• The ability to sign up and choose a username that represents the company 

• Adding a photo that represents the profile, a biography and a link to the 
company website

• The possibility to link the account to ‘Facebook, or any other third-party 
sharing sites’, to share content to those services, to let ‘Facebook friends’ 
find the profile

• The ability to take photographs and videos, edit and share them, on the 
platform and across other sharing platforms

• The ability to specifically choose the receiver of the content (Instagram 
Direct)

• The ability to use metatags
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• The ability to mention a specific Instagram user upon posting content, and 
the ability of this user being notified

• The ability to explore content in the form of other metatags, other content

• The ability to “follow” other users, and to be updated

• The ability to ‘like’ and ‘comment’ on other users’ content

(For definitions of certain terms, please refer to the glossary annexed). 
Moreover, as specified in the method, the units to be analyzed come in the 
form of pages i.e. screen. A page is thus understood to be any individual 
screen that opens from the point of departure: @falckpeople’s profile page.

Profile screen (Image 1.0) 
To b e g i n a n a l y s i n g h o w t h e 
functionality and operationally of the 
platform is utilised by @falckpeople, 
we will take its profile screen as a 
point of departure. The @falckpeople 
profile screen utilises the same 
Instagram layout used by all users. It 
contains the following elements: 
username (1.1), the profile description 
(1.2), profile picture (1.3), the content 
in grid view (1.4), the content in list 
view (1.5), tagged photos (1.6), 
followers (1.7) and following (1.8). 
Since the last three elements have 
their own screen, they will be 
analysed as a separate unit from the 
profile screen.

As a starting point to analyse how @falckpeople utilises Instagram to achieve 
its strategic intent from the affordances available in the profile screen, we can 
investigate how @falckpeople reflexively designs its profile to fit both its 
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intent as well as the layout provided by 
Instagram. @falckpeople does this by 
choosing a username, a profile photo 
and a profile description to fit the 
purpose of the brand. As exemplified by 
the profile description which reads:

“Falck Human Relations. Official 
Instagram account of and by 
Fa lck’s more than 34,000 
employees all over the world. 
Tag your photos #falckpeople 
and we will regram the best. 
www.falck.com” 
Here, @falckpeople mentions the name of the company, Falck, and provides 
a link to its official website. The information divulged by @falckpeople 
through this affordance could be argued to serve the purpose of 
communicating the identity of the user behind @falckpeople, i.e. Falck 
Human Relations and the purpose of the profile i.e. “Official Instagram 
account of and by Falck’s more than 34,000 employees all over the world”. 
Considering that having a profile description is not mandatory. It could then 
be argued that @falckpeople, by divulging information through the profile 
description, uses this particular affordance to achieve its strategic intent. 

The posts published by @falckpeople, as seen in the profile screen, are 
sorted into a list that can be viewed in a “grid view” or in a “list view”. Using 
grid view, the content shows the picture that has been taken by @falckpeople 
amongst all of the other pictures, and will only shows further information 
once the picture is clicked. On the other hand, the List View automatically 
shows full information that comes with the pictures, such as comments, likes, 
and hashtags — different elements that will further be discussed below.
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Image 1.5
Followers screen and following screen (Images 2.0 and 3.0) 
The followers (2.0) and following screens 
(3.0) are units that can be accessed from 
the @falckpeople Instagram profile page. 
The ‘followers’ screen is the list of users 
that have an interest in @falckpeople, or 
perhaps the company Falck, thus 
following its account in order to keep up 
with the updates and new posts. By 
becoming @falckpeople followers, the 
follower is automatically fed into the 
algorithm that eventually determines 
what they will encounter, in this case 
how they will receive a notification when 
@falckpeople provides a new information 
posted in @falckpeople. 

 Vice versa, the ‘following’ is the list of 
accounts @falckpeople chose to follow. 
Most of the followed accounts belong to 
entities that to some extent are related to 
Falck’s activities. Following other 
accounts affects data that is fed to the 
Instagram algorithm and consequently 
determine what @falckpeople, in turn, 
encounters.

 22
Image 2.0
Image 3.0
The tagged photos screen (Image 4.0) 
The tagged photos screen 
(4.0) represents another unit 
that can be accessed from 
the @falckpeople profile 
through the icon that is 
represented by a person in a 
f r a m e . I t i s a s c r e e n 
dedicated to a l l o f the 
publications in which the profile of @falckpeople has been tagged in by 
themselves or other users, are stored. It is worth mentioning that tagging of 
pictures is different from the tagging with hashtags. It means that tagging a 
picture with @falckpeople is different from tagging with the metatag 
#falckpeople. 

Tagging a user using the tag photo option represents the presence of the 
user in the picture. @falckpeople’s tagged photos screen contains three 
different publications, which means that @falckpeople appears in three 
pictures. The content of those pictures, to some extent, coheres to the profile 
description indicated by @falckpeople that says: “Official Instagram account 
of and by Falck’s more than 34,000 employees”. Considering that there are 
only three tagged photos, despite many other publications that adhere to the 
same description on the profile, it could then be argued that tagging photos 
is an affordance that @falckpeople does not use to gain more followers.

Post screen (Image 5.0) 
This unit, or screen, is dedicated to each individual content that @falckpeople 
has published. It is an example of the 38 similar screens dedicated to the 38 
publications @falckpeople has emitted that are accessible from the 
@falckpeople profile page, most containing the following elements: username 
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Image 4.0
(5.1), photograph (5.2), caption (5.3), hashtags (5.4a; 5.4b), likes (5.5) and 
comments (5.6).

Username 
The username, in this specific 
screen (5.1), has the role of tying 
the other elements found in the 
screen to the profile @falckpeople, 
and consequently, to the sender’s 
strategic intent. The username 
a p p e a r s a g a i n b e l o w t h e 
photograph, next to another 
element, the caption.

T h e c o m m e n t s e c t i o n 
(Comments and caption) 
Comments are a feature that is 
available on most social media 
platforms as well as on Instagram. 
It allows people to share their 
thoughts, ideas or observations 
under the form of short texts 
regarding other users content. 
Comparable with likes, which will 
be described on a separate note, 
comments affect feedback and 
contribute to better networking by 
generating activity. 

On Instagram, as illustrated on the post screen, comments and captions are 
grouped together in the same section (5.3 and 5.6). @falckpeople usually 
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uses the comments section to write a short description of the picture posted 
to provide followers with a better understanding of the content, as 
exemplified by this screen and the 38 other “post screens” of @falckpeople. 
The caption of this particular image reads: “Not many people know this but 
#falck mascot Sophus is actually a very accomplished skier. True Story! 
#falckpeople #falckde #falcksk #falcksafety #falcksweden (5.3). Note that 
adding captions on Instagram, albeit made possible in each publication, is 
not mandatory. It could then be said that the possibility to add captions as an 
affordance of Instagram is one that is used by @falckpeople to achieve its 
strategic intent. 

Hashtags 
Going back to the caption, note that the brief description accompanying the 
image contains words to which the hash sign (i.e. ‘#’) is attached (5.4a). This 
is yet another affordance of Instagram used by @falckpeople — an element 
dubbed as hashtagging, or the ability to use “metatags” to categorise 
information. When a word is accompanied by the hash sign, it is 
automatically classed amongst other content that contains the same 
hashtag. The hashtags used by @falckpeople on this particular post, are then 
classed with all Instagram content that contain the same hashtag. Six 
hashtags are used in the caption of this image: #falck, #falckpeople, 
#falckde, #falcksk, #falcksafety #falcksweden (5.4a). Clicking on or tapping 
each one leads to another page dedicated to all of the other content that 
used that particular hashtag. Keep in mind that it is indicated on the profile 
screen that @falckpeople has 257 followers, thus making each publication 
accessible to the newsfeed of those 257 users . However, since hashtagging 
allows each content to be classified amongst other content, consequently, 
the accessibility of the content is stretched to the non-followers of 
@falckpeople as well, given that they have used the same hashtag and 
browsed all of the content that used it. 

For instance, when the hashtag #falck is clicked or tapped, a new screen 
(6.1) opens compiling all of the 5,670 publications that have used #falck, thus 
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indicating a relationship of those 5,670 publications to the word “Falck”, 
regardless of whether or not it refers 
t o t h e s a m e c o m p a n y t h a t 
@falckpeople  belongs to. 

The same case applies to the 
remaining five hashtags used, 
classing the image amongst the 220 
publications that have used the 
hashtag #falckpeople (6.2), the 4 
publications that have used 
#falckde (6.3), the 152 publications 
that have used #falcksk, the 33 
publications that have used 
#falcksafety and the 6 that have 
used #falcksweden. This is worth 
noting because of @falckpeople’s 
strategic intent: to gain followers. 

By enabling the accessibility to a 
wider network than what the 
follow/following function allows, 
the likelihood of users discovering 
the @falckpeople profile and 
following it is increased. Arguably, 
the strategic intent could also 
explain the nature of the hashtags 
used in this publication, since all of 
them could be understood to refer 
to different Falck entities. Although 
it could be argued that not all of 
the hashtags used necessarily adhere to this particular image nor adhere to 
each other, they do adhere to one of @falckpeople’s goals of ‘uniting 
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Image 6.2
Image 6.3
employees from all of the world’. In addition, it should also be noted that one 
of the hashtags used by @falckpeople, i.e. #falckde (6.3), is only classed 
within publications made by @falckpeople itself. Even though this particular 
element does not extend the accessibility of the image for the time being, the 
moment it starts being utilised by other users, it could serve to fulfill the same 
purpose as the other hashtags. Note that the ability to create and use 
hashtags is possible for all users, an affordance that is widely used by 
@falckpeople, as exemplified by #falckde, and perhaps more evidently by 
#falckpeople, a hashtag of the same name as the account. 

After investigating the screen dedicated to the hashtag #falckpeople 
however, it becomes more evident that its usage preceded the creation of the 
account @falckpeople. Albeit not explicitly stated in any of the official Falck 
documents, it could be argued that the choice of the username @falckpeople 
is motivated by the existing usage of the term “falckpeople”. In any case, the 
already established usage of “falckpeople” could be argued to be an 
advantage to the account.

Going further down in the comments section, additional hashtags could be 
found in user’s @solmajohn’s comment (4.4b): “We want a sophus mascot in 
Trondheim, Norway. Not a big one like this, but a teddy maybe 
#a l l_ i_want_for_chr is tmas, #mascot , #sophus, # fa lckredning, 
#falcktrondheim, #falcknorway, #we_like.” These hashtags, similar to the 
ones @falckpeople used, also extend the accessibility of this specific 
publication to the screens dedicated to each hashtag used, regardless of 
whether or not they are coherent to @falckpeople. 

Likes ( Image 5.5 ) 
Another element present in this post screen is “likes”. Likes are a way to give 
feedback to pictures of other users, as well as to connect on Instagram with 
people or things of interest. One can like the photos of other users to let 
them know that one likes, enjoys or supports the certain content that has 
been shared or to simply display the fact that the post has been seen. 
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On Instagram the likes are usually generated by the followers of the user or 
by other users that have stumbled upon the post or found it by searching for 
relevant hashtags. The way likes also functions, is that when someone likes 
an item, this user’s followers can see what has been liked, giving them the 
possibility to view the picture as well, thus making it available for more 
potential followers. In the case of Falck, having in mind the criteria of 
success, which is gaining more followers, there are being broadcasted 
relevant pictures with an attractive aesthetic and content that is relevant and 
related with the company and its employees, in order to get more likes. 
Moreover, the Instagram user Falck, ‘likes’ pictures posted on employees 
profiles to create feedback and networking.

In the case of @falckpeople’s 
Instagram profile, the elements that 
were previously analysed (i.e. 
username, image, likes, hashtags, 
caption) are present in each screen 
post. However, in some screen 
posts, the element called ‘regram’ 
can be found, such as the case of 
this post screen.

The image included in this particular 
screen has another username (i.e. 
@ n t b i l h j e l p ) a t t a c h e d t o i t , 
associating the image to both 
@ntbilhjelp and @falckpeople.

The caption made by @falckpeople 
reads:

“Saving a salmon catch in snowy 
Norway. RG @ntbilhjelp: Laksevelt i namsskogan. #salmon #fish # fishy 
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#fisketrailer #vikingøyeblikk #Falck #samarbeid#teamwork #ntbilhjelp 
#regramapp” 
The first sentence in this caption, is found before the component “RG 
@ntbilhjelp”, a component that, in addition to the two-arrowed symbol and 
the username found on top of the image, indicates that this publication was 
taken by @falckpeople from @ntbilhjelp. Utilising content from the target 
group is an affordance that @falckpeople uses frequently, with 7 out of 39 
posts ‘regrammed’ from other users. Not only does this create exposure for 
@falckpeople by utilising hashtags that are already employed by its target 
users, it also aids the profile’s purpose indicated in the profile description by 
bringing in user-generated content, and indicating that it is such.

It is also important to note that 
although consistent elements could 
be found in @falckpeople’s account, 
they are used differently in some 
posts, as exemplified by the caption 
of this image, that reads:

Meagan Hill, 24, trained as a patient 
transport officer at #FalckAustralia 
this year. Her most memorable 
moment was the first time she 
witnessed someone pass on. "The 
man didn't look scared at all, he just 
held his wife's hand. He looked very 
peaceful and he knew what was 
going to happen. That experience 
really stuck with me, but not in a 
bad way. It felt good to help him on 
his last journey." @just.meagz. What 
has been YOUR most memorable 
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moment so far? #falckpeople #falck

This publication is different from the other ones by @falckpeople, and 
particularly so because of the caption. Contrary to just describing the image 
it accompanies, the caption attempts to tell the story of the person pictured, 
concluding with a question addressing the audience: “What has been YOUR 
most memorable moment so far?” The concluding question arguably 
assumes that the target users would be able to give feedback that coheres 
with the story being told, which arguably, is another means for @falckpeople 
to achieve its strategic intent.

In general, it could be argued that @falckpeople’s profile lacks coherence, but 
its usage of the affordances of Instagram coheres to its goal of increasing its 
amount of followers. Indeed, despite the inconsistency that could be 
observed in the ways in which it utilises the different affordances, they still 
serve to aid @falckpeople to gain exposure and increase the reach of its 
content.
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We will begin the discussion by restating our 
problem formulation: How does the social 
media platform Instagram affect the 
way @falckpeople operates to achieve 
its strategic intent?  
The premise implied in this problem 
formulation is how we chose to approach 
the analysis of our case, testing the 
theories presented by David Beer that 
emphasises the influence of software on how 
power operates. 

So where is power located in the case of @falckpeople, an Instagram 
account created to serve internal communication purposes? How do the 
different features prescribed by Instagram affect how @falckpeople achieves 
its goals?

Taking Beer’s stance as a starting point, in our analysis, we have observed 
that Instagram as a social media platform, holds some form of power to the 
extent that the platform dictates how @falckpeople operates through its 
affordances. It delimits how @falckpeople designs its profile by providing a 
set format to follow, it delimits the type and format of the content that can be 
published, the available means for @falckpeople to gain exposure. However, 
this does not mean that @falckpeople, as an Instagram user, is completely 
unable to make use of the ‘power’ held by Instagram’s algorithm.  

Being the platform that relies on users in its functions and development, 
Instagram has to offer some form of agency to its users, to some extent, in 
order to exist as such. Albeit the existence of less visible features such as 
content from advertisers, or algorithms that controls searches, users should 
still be able to make their own Instagram account their own, publish content 
that they desire — @falckpeople is no exception. By choosing the type of 
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DISCUSSION
5
images that it wishes to publish, by choosing a username that speaks to its 
target audience, by creating tags that relates to both its brand and its 
audience, @falckpeople is, to some extent, in control of what kind of 
message it wants to get through, what kind of information it is willing it 
divulge. Nevertheless, similar to the relationship between Instagram and 
@falckpeople, the users exposed to @falckpeople’s content also exercise 
some form of agency in regard to @falckpeople’s content.

As we have observed in, for instance, the way in which user-generated 
hashtags affect how data is categoriSed, users also hold power — power 
that affects how @falckpeople operates. With the mere action of opening an 
Instagram account to serve internal communication purposes, @falckpeople 
places itself and its goals within the reach of other Instagram users. Its 
content is open to scrutiny, its content to reuse; and by defining itself as the 
“Official Instagram account of and by Falck’s 34,000 employees”, it places 
the image of the company in the hands of those employees, and moreover, in 
the hands any users on Instagram that associates themselves to the 
company using the platform’s features.

5.1 Delimitations 
Although our analysis have brought forth some interesting findings, there are 
a few things that need to be kept in mind in this research. One of them is that 
@falckpeople is at the beginning stage of its development, as the account 
was only created in December 2014 and only has 237 followers to date. 
Although this does not necessarily interfere with the our analysis of their 
operations in regard to the company’s goals as the number of followers they 
are aiming for is not specified, this has limited our scope to a very short time 
period. The priority of gaining followers at this early stage could shift once 
they acquire a certain amount of followers that could perhaps change the 
way @falckpeople operates once the account starts to cater to more people.

As far as the analysis goes, it could be argued that our execution was not 
able to exhaust the framework proposed by Beer, as we were only able to 
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conduct the analysis from a point of view of a user viewing @falckpeople’s 
account and not from the point of view of @falckpeople using Instagram. In 
addition, the way in which we conducted our analysis was highly influenced 
by the way in which we, as users, understood the different affordances of 
Instagram and how they function–as we have found out that the different 
affordances in social media are yet to be “officially” defined. Ergo, we relied 
on the other user-created definitions of Instagram affordances, our own 
understanding and how Instagram, itself, promotes them, which might have 
influenced the objectiveness of our analysis and findings.
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The way in which @falckpeople operates to 
achieve its strategic intent is influenced 
by three forces: the social media 
platform Instagram, Falck and the users 
of Instagram. Each of these forces enact 
some form of agency that influence the 
dynamics of each other. 

Instagram, a platform that relies on its user 
base in its continued development - on top of its 
economic and political influences - is continually 
shaped by all of those forces, thus shaping its 
affordances to fit the demands of each. In turn, the affordances of Instagram 
affect how the users operate. 

Falck, as user utilising Instagram finds ways to overcome or make use of 
those affordances, for its own intent, while consolidating its own economic 
and political influences, in turn, influencing the way Instagram functions. 

Users, in general, who use Instagram for their own intent, affect the platform 
and are affected by the platform, knowingly or unknowingly, by having 
Instagram as a constituent of their lives.

In the case of our research, with each force being able to enact some form of 
agency, power could be said to be omnipresent.
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App: It is an abbreviated form of the word ‘application’. An application is a 
software program.

Comments: A written remark expressing an opinion or reaction on an 
Instagram post.

Followers: the entirety of users that follow a profile

Following: the entirety of users followed by a Instagram user

Hashtag: A hashtag is a tag used to categorise posts according to topics. 
To add a hashtag, you just preface the relevant term with the hash symbol 
(#). That will allow people who follow that topic to find that specific post. 

Like: The “Like” button is a feature that allows users to show their support 
for specific content. The "like" button allows users to show their 
appreciation for content without having to make a written comment.

Username: An identification used by a person with access to a computer, 
network, or online service. This information allows Instagram to help one or 
others be "found" on Instagram.
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